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Mission statement

Nanlien International Corp. was founded in
1979 in compliance with the government policy
of promoting large trading companies in an effort
to boost Taiwan's foreign trade through an infu-
sion of funds and specialized personnel. This
policy was prompted by the fact that during the
1970's, Taiwan's SMEs were confronted with dev
opmental bottlenecks in making inroads ir
international markets.

After more than 30 years, Taiwan has gro /

increasingly connected with the world, and its

diligence has created its world-famous economic

miracle. This has, in fumn, ushered in a domestic

consumer market of unprecedented prosperity.
Numerous well-known international brands have
therefore flocked to Taiwan to tap business
opportunities. Nanlien has made the develop-
ment of its professional agent/distribution service
platform its core objective, and has assembled a
capable marketing planning and sales promo-
tion team. Nanlien hopes to provide superior
domestic and foreign corporations and consum-
ers in general full-scale, superior living quality and
experience.
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Compa ny overview

During its more than 3 decades in existence, Nanlien Interna-
tional Corp. has grown steadily, and currently has capital in
excess of NT$1.0 billion after several rounds of recapitalization.
Nanlien's employees number 266, and its business offices are
located in northern, central, and southern Taiwan, where they
provide the quickest possible service to consumers.

Founded in 1979

A99.999% subsidiary of
Uni-President

Capital : NTD $1 billion

0 Emplyees : 266
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NIC
Profile

Corporate vision

. Taking Taiwan's agent
" servicesasa basis, we have

been actively developing
our own branded products,
and are striving for constant
improvement, which has
ensured that our revenue
and profits have continued
to grow steadily.
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Q Our highly effective channel services
and marketing platform can satisfy the
living needs of consumers in Taiwan,
which has also enabled us to generate
the greatest possible benefit for our
shareholders and employees.
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Nanlien has set the ultimate
goal of making an outstanding
agent and frading company
of fast-moving consumer
goods (FMCG).

Current situation and future outlook

With close-knit marketing network currently span-
ning Taiwan, we will continue to locate opportunities
for cooperation with first-rate international firms.
Thanks to our professional marketing capabilities and
channel development experience, we have won
industry's trust and affirmation.

Looking ahead to the future, we will focus on market
development services for all products, including pur-

b

Nanli

e

chasing, product inspection, market analysis and
research, market strategy planning, sales planning, distri-
bution, logistics, and after-sales service. And with our
sense of mission and professional advantages, we will
confinue fo play the role of a market bridge, while
strengthening our in-house brand development and
management capabilities. As we bring superior products
to consumers, we wil confinue to forge a win-win new
century!

9
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Business locations
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\

Taichung sales company

Luzhu branch warehouse

© District in the north
~ Central region
District in the south

Sales channel network

CHEEICE

Manufacturers Distributors/Agents Logistics centers

Carrefour ()

S BHERI DI e NSO,

Chain Chain Medicine/
convenience stores supermarkets Hypermarkets Cosmetic channel ‘

—
e

Consumers

E-commerce firms Direct sales channel Dining channel  Traditional channel
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Predominance

Special sales system

Due to changes in channel structure and the
emergence of professional logistics, chain
channels have flourished and become market
mainstream. Responding to this frend, Nanlien
has established dedicated units and personnel
to serve the hypermarket, chain supermarket,

International
products

KA / Special sales customers
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chain convenience store, and department store
supermarket channels Taiwan-wide. Our relevant
representatives consist of KA (Key Account Rep-
resentative) and MIT (Merchandise In-store
Team) , who are responsible for strengthening our
special sales channel operations.

Sales channels

MIT / merchandise in-store team

Scope of KA personnel duties

QQQ@

Performing liaison between special sales customers and Nanlien, assisting in
service implementation, and ensuring smooth transactions.

Representing Nanlien in negotiations and consultation with special sales cus-
tomers, including drafting and implementation of annual transaction contracts,
new product merchandising, and sales promotion plans, and handling of cus-
tomers complaints and abnormalities.

Implementing instructions from and achieving goals assigned by business
departments.

Actively gaining an understanding of the market's status, uncovering business
opportunities meshing with consumers' needs, and proposing and implementing

marketing activities. S)
Q Win- m
win - 25a@

Market Transaction . ~ /-\ 2
Market & analysis q contracts (MM '
trends 2 [/
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Predominance

Scope of MIT commercialization team duties

Serving retail sales locations under their jurisdiction.

Arranging and keeping up Nanlien’s product displays, tracking retail
inventory in order to facilitate recommendation of orders, strengthening
implementation of sales promotion plans, keeping up with distribution
rates, and conducting customer retention efforts.
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Maintaining product displays

Strengthening sales promotion
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Surveying market conditions and business feedback to provide refer-
ence information for relevant departments’ decisions and negotiations.

Assisting in handling logistics customers' first-time return of goods and

supporting Nanlien activities.

Serving as a backup for primary-level sales work.

A

Understand retail inventory
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Predominance

Storage and transport

In order to enhance distribution efficiency and
serve customers throughout Taiwan, we have
established large, professional warehouse and
logistics centers in northern and southern Taiwan.
Our main Taoyuan logistic center has total storage
area of approximately 13,800m?2 and the Luzhu,
Kaohsiung warehouse has total storage area of
3,600m2. These storage and logistics centers have
ambient temperature and low-temperature
air-conditioned warehouses, which ensures that
products receive optimal care once they enter
storage. Thanks to computerized storage location
management and professional storage and trans-
port personnel, we can precisely monitor the quali-
ty of all incoming goods, perform quantity accep-
tance, manage shipments, dispatch transport
vehicles, and track inventory, etc. This ensures that
we can achieve excellent efficiency and
top-quality distribution.

At the same time, to ensure the security of prod-
ucts in storage, all storage and logistics centers
have entry controls manned by security personnel.
Responding to customers' different needs, our stor-
age and logistics centers can provide product
repackaging services, including the packaging of
gift boxes, gifts, and sales promotion products.

12 | NANLIEN INTERNATI@NAL CORPORATION

We have acquired innovative, hew-generation
automated equipment in line with the Industry 4.0
concept, which has enhanced the integrated
utility of our existing systems. We employ mechani-
cal arms, image identification systems, automatic
transport equipment, and confrol systems tfo
achieve the automatic unloading and stacking of
goods. Apart from providing our customers with
accurate and comprehensive supply quality, we
also stfrive to create a superior working environ-
ment for our employees.
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Main Taoyuan warehouse

Specialized mechanical arms

\

!

Air conditioned warehouse

Professional storage and
transport personnel
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Chief sales channels

Overview of channel customers

Watson's : 520

ii_ - oTC Upholdin the rinciple  of Cosmed : 400

. In order fo boost our 50!65 capabili Medicine/( ) Sales of personal everyday goods, chan- "in’repgri’ry or?d mu’ruoliene?i’r" over Tomods : 22
ties, strengthen operating perfor- Cosmetic channel nel includes Watsons and Cosmed,etc. ol ot

mance, and maximize our service
effectiveness, we have established

@(PX)

the years, we have established
close relationships with our chan-
nel customers, and our accumu-

PX Mart Co., Ltd. : 913

dedicated units to serve various sales _ “ . Includes PX Mart and city and county Welfare office : 47
channels. At present, our sales chan-  Military/Civil service/ PX stores. lated channel power has always PX Mart : 5
nel systems include the chain special Education store channel been the chief source of our com- Total : 965
sales channel, traditional retail chan- petifive advantage. Our compre-
nel, military/civil service/education PX °° (KA) Convenience stores, hypermarkets, nensive isales netwerk Ineludes
mart channel, medicine/cosmetic Chain special chain supermarkets, and department more than 13,000 traditional retail s
' sales channel store supermarket. . .
channel, dining channel, and e-com- sfores, 11,562 chain special sales #J# Key 7-Eleven : 5,106
merce channel. T locations, 4,500 dining channel Off-Premise et cotian E‘?_T#ZjMart: ?,ggg
(HBR) Includes hotels, Chinese/Western/Jap- locations, 942 medicine/cosmetic Wholesalers chains OK-Mart: 875
Dining channel anese-style restaurants, KTVs, and channel locations, and 965 13,000 . 11,562 Simple-Mart: 562
2, B military/civil service/education PX \ On--Premise S/M
i < Wholesalers Wellcome : 226
channel locations. 4 500 Shin Kong Mitsukoshi: 13
°* ¢ (CRO) ’ HSIN TUNG YANG : 74
” Includes local area convenience e —_— Other : 158
Traditional stores and traditional sundries stores. FOERTY SIBIes:
retail channel 13,000 H/M
Local stores - Carrefour : 89
= . RT Mart : 25
@ Chinese Restaurant : 2,000 Costeo - 13
LS Includes PChome online shopping, Pub / Bar : 2,800 %e]_asﬂjiar. 1;
E-commerce Rakuten, and Books.com, etc. KTV / Club : 500 gar:
Total : 4,500 Total : 11,562
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Anheuser-Busch InBev Beer

Anheuser-Busch InBev is the world's leading brewing company, and is one of
the world's 5 largest consumer goods companies. It has over 300 brands, and its
products are marketed worldwide. NIC acfs as agent of Anheuser-Busch

InBev's brands, including Budweiser, Busch, Michelob, Beck's, and Corona.

Anheuser-Busch InBev insists on using only the highest-quality raw materi-
als during the manufacturing process. This commitment explains why its prod-
ucts have found favor with beer-lovers worldwide and the company's beers
stand out among the numerous imported beers in Taiwan. As a matter of
course, sales have grown steadily. Starting in 2013, we have been the agent for
Corona beer—popular worldwide and the leading Mexican beer brand—and

we will continue to introduce high-quality products to consumers in Taiwan.

16 | NANLIEN INTERNATI@NAL CORPORATION
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Beer | Budweiser

First brewed 140 years ago, Budweiser is not only a beer brand sold in more than 80
countries worldwide but also the first to be sold throughout the United States. Budweiser
sticks to the principle of quality and innovation, and uses its exclusive double beech
wood fermentation method to produce clear golden-yellow beer with fine bubbles and
a refreshing, mellow taste. Budweiser's popularity has earned it the nickname of the

"King of Beers."

Budweiser beer is brewed from pure natural non-GMO barley, which gives the beer a
rich and exceedingly mellow mouth feel. Opening a boftle of Budweiser beer, you will be
able to smell the refreshing aroma of the beer, which ideal for sharing with friends af fun

gatherings.

18 | NANLIEN INTERNATI@ NAL CORPORATION

/f/{[ eisen

QU2

_ pudweiser beer. Wea"g\m\
& rever which costs 50 much y, NI‘N‘
swood Aging produces ¢ ,ﬂ”% ‘g,
ill find in no othgy ";Té
= '
o

ks

[
f

- o
ihich COSES S0 much \gyenss
e A qing produces g Taste g

wm you will find in no a!herbw;,M
— — -

NANLIEN INTERNATI@NAL CORPORATION | 19

=
O
0
=
(©]
Q.
(=
Q
—~+
Ee)
-
@D
0
(1)
=
—
Q
=
(©)
3




1999

Beer | Busch

AT

BREWED’&IN US.A.
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Busch beer is a high-quality beer imported from the US in the original packaging. The
raw materials used in the brewing of Busch include corn, which enhances the beer's mel-
lowness. This beer is known for its smooth, full flavor, a slightly sweet and clean mouth feel,
and a fresh, vigorous, outdoorsy image that has made it a favorite of younger-generation

consumers. As a result, the popularity of Busch has soared in the Taiwan market.

Brewed from malt and corn, the beer features as American-style taste and has a
subtly sweet and refreshing mouth feel, and is mild yet flavorful. Busch beer's appealing
flavor makes it very suitable for young people and get-togethers with friends, and it

highlights one's refined taste.
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Beer | Michelob

.

E g L

Michelob Classic Dark was first created in 1896, and its special roasting process ensures
its status as "the beer for people with taste." Over the last few decades, Michelob Classic

Dark has become the best choice for beer drinkers who enjoy dark beers.

Brewed from pure oats, Classic Dark emphasizes smoothness in the mouth and throat,
as well as its elegant boftle, which matches the dark amber liquid. This beer boasts a
distinctive aroma and the unique richness of oats, and a full-bodied taste that is just right,

which accounts for its popularity among individuals with strong personal tastes.
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Beer | Corona

(lorono,

In 2013, Nanlien formally became the Taiwan agent for the star product of Mexico's
Grupo Modelo: Corona beer, a consumer favorite around the world. No matter where
you are in the world, you can enjoy Coronad's robust, free-spirited Latin charm and the
unrestrained culture of Latin America; the clear, golden-yellow Corona will show you the

soul of Mexico, let you know the spirit of humanity and the true meaning of life.

Brewed in mysterious Latin America, Corona is painstakingly made from 100% natural
raw materials, including superior barley grown in an ancient land, fragrance hops, and
pure spring water. The result of this process is the world-famous Corona. Corona’s beauti-
ful transparent bottle with unique curves evokes a sense of fashion and romance. The
distinctive bottle is paired with the unique method of serving Corona with a slice of lemon,

which has found widespread favor with consumers.
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Beer | Germany's Beck's beer
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Germany's Beck's beer is renowned worldwide for itfs uncompromising quality. Since T REME
1873, Beck's beer has been considered an innovative and independent brand, and s sfill
made using hand-picked Hallertau hops. It is also brewed in accordance with the

"German Beer Purity Law," which was drafted in 1565.

A German Pilsner beer, Beck's beer is made using only barley, hops, water, and yeast.

The lasting popularity of Beck's beer can be attributed 1o its pure, refreshing mouth feel

and balance between sweetness and bifferness.
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Whisky | McKenzie Scotch whiskey

D]STILLED BURN MCKENZIE
BLENDED AND & COMPANY LTD.
BOTTLED BY SCOTLAND

McKENZIE

BLENDED SCOTCH WHISKY

McKenzie Scotch whiskey originated in the U.K., and is blended from fine Scotch whis-
keys made from superior-quality grains and barley. The oak casks used to age this whiskey
are meticulously selected, and its exclusive manufacturing processes ensure that the whis-

key possesses superlative quality and taste.
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MCKEN

[ENDFD SCOTCH WHISKY
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Wine | Imported wine series

Since 1996, Nanlien has been introducing distinctive, superior wines from around the
world, and it markets these wines through various channels in order to meet consumers'
different wine preferences. In addition to the intfroduction of many wines from such
well-known producing areas as France, Chile, the US, and Italy, we have acquired the
APIVES-selected Poyferré, the notable Chilean brand Star Wines, and have the
own-brand Estrella de Pascua, and Domaine de Chevalier. We have also introduced
a series of APIVES-selected Italian wines and other wines from well-known producing

areas in ltaly.

In 2016, Treasury Wine Estates and Nanlien formally enfered into a cooperative market-
ing partnership, under which the latter became the general agent for Treasury Wine

Estates’ famous American brand Beringer Vineyards.
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Boxed Water | Water in a Box

ey

XA KA iR R K

Water in a Box is a well-known mineral water brand from New Zealand, and obtains its water
from a pure water aquifer in New Zealand—the Whakatane volcanic zone in New Zealand's
Bay of Plenty. The water obtained from this aquifer is entirely derived from natural sources:
Clouds from Antarctica bring rain to New Zealand, which s filtered by the volcanic rock and
preserved underground for 1,800 years. The water is soft and slightly sweet to the taste. This
world-class water is recommended by many hospitals and clinics in New Zealand.

Good health: Weakly alkaline with a pH of 7.2+1.0, suitable for long-term human consumption.

Extreme purity: This water from New Zealand has been naturally filtered through volcanic rock
for 50 years and preserved deep underground for 1,800 years.

Good tasting: This naturally soft water has a slightly sweet taste and a smooth feeling in the
mouth and throat.
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Tea | Yamamoto Kanpo Barley Young Leaves aojiru powder
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Yamamoto Kanpo has been a popular brand in Japan since it was founded in 1977. With a
philosophy of "health management before people get sick,” Yamamoto Kanpo develops and
produces health foods from angle of fraditional Eastern medicine, and strives to provide con-
sumers safe products.

This recommended brand of Japanese aojiru (barley grass drink) has been the best-selling aojiru
brand in Japan for eight years in a row. (INTAGE SDI 2009~ 2016 data)

Each packet of aojiru powder is produced from 100% barley sprouts grown with no pesticides.
It contains no chemical additives, and is rich in edible fiber and many nutrients. It can promote
infestinal peristalsis, adjust users' constitution, promote healthy bowel movements, and regulate
physiological functions. Yamamoto Kanpo's plant in Aichi Prefecture has passed Japan's ISO
22000 certification, strictly conftrols production quality, and has passed SGS inspection for 457
pesticide residues, none of which were found.

R
‘230>m»

The small packaging facilitates convenient carrying, and meets the needs of modern people
with busy lifestyles. This product can quickly replenish depleted nutrients; it has a matcha flavor,
and can be taken mixed with milk or soymilk, etc., for even better taste.
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Toiletries & Well-being products | Cow Brand

=z
o
E
X
(®]
Q.
(=
(2]
(o d
£
X
D
(]
(]
=)
—+
(V)
=,
(©)
>

COWSTYLE

SkinLife skinLife) f I8

.....

SHEDGL

|
| stemeean SaoEEN
! preseey

ATRTU—
SHCMEERE
A1RT

4

Founded in 1909 in Japan's Kansai area, Cow Brand is one of Japan's oldest skin cleansing | Beauty oy || I8 —— amsres

I
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product manufacturers. Upholding a moftto of "safety, peace of mind, superior quality” for over

s1onpoad bulag-||[9M\ 19 S21419|I0 | W

a century, Cow produces facial cleansing and bath products. Cow insists on the use of tradi-
tional "cauldron” soap making method, strictly selects raw materials and formulations, and pro-
duces superior skin-safe products that feel warm on the skin, and are trusted by consumers.

Nanlien is currently the Taiwan agent for Cow Brand products including the milk soap series,

facial soap series, Skinlife medicated acnhe care face wash series, milkk essence body wash,

Bouncia moisturizing body wash, and the Cow no-additive series. These items can meet con-

S S

sumers' need for mild skin cleansing and protection products. - o N
. i . m

U')l‘Jn‘L
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Personal care products | Blanca Cares Pregnancy Test Series

M E| T

Blanca Cares's logo features red lips representing women, with incised lines in the shape of
a diamond creating a sense of fashion. This highlights Blanca's feminine character, and its
encouragement of women not to go against their true thinking. Women, listen to the sound of

your heart!

The Blanca Cares pregnancy test series includes pregnancy tesfing pens, pregnancy festing
plates, and pregnancy test paper. These products provide answers within 5 minutes, are autho-
rized for use in the United States, have passed Taiwan's GMP manufacturing requirements, and
have received the European Union's ISO 13485 certification. The results of testing performed 7
days after sexual activity have an accuracy of 99%. The viewing window is clear, and determi-

nation is easy.
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Personal care products | Blanca Cares Three Dimension Masks

Blanca Cares's logo features red lips representing women, with incised lines in the shape of

a diamond creating a sense of fashion. This highlights Blanca's feminine character, and its
encouragement of women not to go against their true thinking. Women, listen to the sound of

your heart!

"Protecting the beaufiful you": In contrast with ordinary facial mask, apart from possessing
internationally-certified protective ability and a 3D air chamber patent, this mask also features :
a packaging design combining adornment with styling. 3 different mask patterns are available, | L %50
allowing consumers to block air pollution while also enjoying fashion styling.
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Seasonings and Condiments | Lee Kum Kee

Lee Kum Sheung, who was born in Nanshui, Zhuhai, Guangdong, China in 1888, invented an
oyster sauce, and single-handedly founded the Lee Kum Kee Company, which is sfill thriving
worldwide today. After over a century, the company is continuing its development, and Lee
Kum Kee has become one of the leading global sauce and condiment brands. For a hundred
years, Lee Kum Kee has maintained unique management culture and a strict quality control
philosophy of 100-1 = O; its superior and innovative new products have won numerous honors,

and the company's achievements have received accolades from all quarters.

Nanlien serves as Lee Kum Kee's agent for a good number of its outstanding products: oyster
sauce, barbecue sauce, chili sauce, XO sauce, chicken powder, steamed fish soy sauce, sea-
soned sweet soy sauce, convenient sauce packets, and hot pot broth packets.

42 | NANLIEN INTERNATI@NAL CORPORATION
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Seasonings and Condiments | Lao Gan Ma Chili Sauce

LA rural woman who had never gone to school in her life, and could only write her own
name, single-handedly created a business selling delicious chili sauce worldwide in a very
short time. Lao Gan Ma chili sauce has been revered as offering "spiritual sustenance” by
countless Chinese students studying abroad. Although many people may not know who

Tao Huabi is, everyone is familiar with her "Lao Gan Ma chili sauce.”

To date, Nanlien has ushered in Lao Gan Ma Oil Chili Sauce, Lao Gan Ma Spicy Crispy
ChilliSauce, Lao Gan Ma Black Bean Chilli Sauce, and Lao Gan Ma Chicken Qil Chili Sauce.
We hope that Lao Gan Ma's reputation for authenticity and unique flavor will reach every
corner of Taiwan.
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NANLIEN INTERNATIONAL CORPORATION
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12F.560 CHUNG HSIAO E. ROAD SEC.4, TAIWAN.11071,R.O.C.
TEL:886-2-2758-2911 - 02-2729-5526  FAX:886-2-2729-7142
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